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Abstract. Indonesia has the greatest number of UMKM amongst any other countries in the world, and still 
growing. The creative industry in its own or it self have the greatest potential compared to other business 
industry in Indonesia. Among all of 14 sectors in creative industry, fashion industry has contributed to the 
economy the most. GRAN. is a fashion company that creates bag for woman students for their daily activities. 
To survive in fashion industry that has grew rapidly in Indonesia, GRAN. company must to find the right new 
product development to find right  product that suitable with the willingness of the customer. For that, GRAN. 
company will do New Product Development Process by Pearson. So the company can meet customer’s 
expectation from products that GRAN. company make. This research do New Product Development Process by 
Pearson, only done until step 3, which Concept Development and Testing. For the next step until done will be 
presented in the implementation plan.  The research will take place in Bandung with giving the respondents 
questionnaire with semi-close question to woman students in Bandung with age 18 until 23 years old. The 
questionnaire spread only to the customers who have bought GRAN.’s product to know what aspect to be 
improve in the products. And from the research know the attributes that must be fulfilled by GRAN, company 
to meet their customer’s expectation. Data were analyzed by descriptive quantitative and qualitative in order 
to obtain good research results.  
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Introduction 
 
Looking for the past years, Indonesia have the most small business player than the other country 
and it is still growing until now. Most of the player in small business are in productive age.In 2016, 
estimated that UMKM’s player will keep growing and developing.(Sari, 2014) The most potential 
sector from small business in Indonesia is from creative industry. Estimated that over 50% 
consumer spent in G7 countries for creative industry’s products (Commerce Department of 
Republic of Indonesia). As the most potential industry, creative industry proved that from the 14 
sector that is has, they able to contribute significantly in Indonesia’s GDP for 6.3% in 2002-2006. 
Moreover, it can contributed 5.8% of average employment in 2002-2006, 10.6% for total export 
average in 2002-2006, and 13% of export contributed in 2002-2006(Commerce Department of 
Republic of Indonesia).Fashion industry had the most dominant contributed in economic out of 14 
sectors in creative industry in both improved value of workers, number of companies, and the 
exports. In 2006, the added value created by the Fashion sub sector was 43, 71 from the total 
contribution of the creative industry sector. In addition, the average employment was 53.52%, the 
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number of companies was 56.37%, and the export was 65.73% (Commerce Department of Republic 
of Indonesia). In the other hand, in 1999 the potential market of this sub sector in global market 
was 12 million US$, 5 million US$ in US, and 1 million US$ in UK. 
 
Seeing the opportunity in fashion industry, starting from collage assignment to build a company, 
GRAN. eventually establish in January 2016. GRAN. is a small business company in fashion 
industry, specialization in making of woman bag. The concept from GRAN. is to fulfill woman’s 
needs in just one bag. GRAN. has a multifunctional design in each bag their produce. Their also 
wants to provide their bags with unique touch in each of their bag. That is why GRAN. is always 
design their own bag to meet the market needs and wants. To survive in market competition, 
fashion’s company should make a great new product development process. The development of a 
new product is an important thing to do for developing a business, moreover in fashion business 
industry. New products development can determine how an organization bring off it succession, 
such in sales and profit of an organization. The new product development can bring 50% sales and 
40% of profits for an organization(Cooper, Doing it Right: Winning with New Products, 2000). 
The new product development need to do to fulfill the customer’s needs and wants and 
completing their demand about a product. To have a success market, the company must be clearly 
defining the customer’s needs and wants through the product with a suitable price(Gangurde & 
Akarte, 2015). 
 
Consumer Buying Behavior 
Consumer buying behavior, according to Kotler (2016), is depends on how the buying behavior of 
the final customers. Which is individuals and households that buy products and services for their 
personal consumption. There are five hypothesis of consumer behavior, that is consumer behavior 
is having a purpose and goal oriented, consumer has a free choice, consumer behavior is a process, 
consumer behavior can be affected, a need to educate the customer. The characteristics that 
affecting consumer behavior is from Cultural Factors, Social Factors, Personal Factors, and 
Psychological Factors. 
 
New Product Development 
New product development that effective in organization start with top management. The decision 
to spend money on R&D is an important decision in top management for new product 
development. The responsibility for new product development to product managers, or new 
product managers, or new product committees, or new product departments, or new product 
venture teams are given by the company. Existing products marketing and selling issues may not 
be able to take care by product manager in general. There are eight stages that involved in the new 
product development process, which are Idea Generation, Idea Screening, Concept Development 
and Testing, Marketing Strategy Development, Business Analysis, Product Development, Test 
Marketing, and Commercialization (Kotler & Keller) 
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Those stages can be seen in the figure below: 
Figure 1  New Product Development Process by Pearson 
 
New Product Development for Small Business  
To develop new product, small business must create new product that can adjust with existing 
technological standards (Yap & W.E., 1994). Things that should be adopt for small scale business 
are one basic technology and keep off high levels of diversification (Dodgson & Rothwell, 
Technology Strategies in Small Firms, 1991).  This impacting to the marketing strategy that 
adopted by small business.The main difference among small scale business and large scale 
business is that new product development process in small scale business tend to have informal 
interactions (Roper, 1997). Some research has connected new product development process that 
has more completed or formal with increase of success (Cooper & Kleinschmidt, Resource 
allocation in new product success and failure, 1988), even though there is no research that prove if 
formality process or completeness in new product development related to success new product in 
small business. Top management support and skill have been underlined as an important thing 
that determine a success in product development in small business (Hoffman, 1998). As a 
conclusion, there are several areas where there is some consensus about how new product 
development must be managed, but there are many more areas where the research about new 
product development that is lacking. 
 
New Product Development in the Clothing and Fashion Industry 
To stay competitive in the global market of fashion industry, fashion’s company must compete in 
increasing their speed in delivering their products to their customers in order to confront with 
market changes. Fashion market somehow have a short life-cycle, high volatility, low 
predictability, and high-impulse purchasing (Christopher, Lowson, & Peck, 2004). Therefore, new 
product development is needed to determining the success factor of a fashion’s company in 
among their competitor. New product development is an important activity that must do in 
company (Abegglen & Stalk, 1985)(Nonaka & Takeuchi, 1995)(Stalk Jr., 1998). New product 
development can be used for business strategy that can help a business developing their new 
product. New product development is a business strategy to developing new product for a 
company, whether is for upgrade an existing product or trying new concept of product (is it can 
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use for the company interest or for the customer interest) (Hohennegger, Bufardi, & Xirouchakis, 
2007). Process of developing new product must be done continuously. It must be frequently done 
in doing product development in terms to improve the product quality for satisfying market’s will 
(Smith & Eppinger, 1997) and to meet today’s technology, advertising, and financial 
criteria(Hohennegger, Bufardi, & Xirouchakis, 2007).All of the process of new product 
development occur at least two times in one year. Some product will have revisions, that involving 
participation among designers, stylist, and marketing functions (Sen, 2008).New product 
development is a complete process (R. & S., 2009)(M., L., & N., 2004), that starts from design, 
modelling/prototyping (to demonstrate a real product realization at fashion showcase), detailed 
engineering, material sourcing, ends with production and distribute to fashion’s market. 
 
Customer Involvement in New Product Development 
Fostering a good communication with the customers is an important thing to do for a company in 
terms of a key success factor for a company to do new product development projects (Allen, 1971; 
1977; Katz and Tushman, 1981; More, 1986; von Hippel, 1986; 1988). The reason is that from the 
external communication will increases the amount and variety of information, which will turn the 
increases the quality of development process (Brown & Eisenhardt, 1995). The direct 
communication that occur with customers can be assumed as a high-bandwidth mode of 
communication. Communication that have uniquely capacity of informal and have commonly 
face-to-face is to facilitate the transfer of complex, ambiguous, and unknown information and to 
provide the possibility to take advantage on surprising and unexpected answers (Salomo, 
Steinhoff, & Trommsdorff, 2003). In order to know important things of customer involvement 
related to the marketing strategy, Athaide and Stump (1999) said that the sellers to decide how 
exactly they willing to meet their customer’s needs through the product that has been created in 
new product development process. From their position, find that an important aspect of the 
product arrangement is reflected in the marketing strategy of a company. The involvement of 
customers in new product development process needs a commitment for the relationship from 
both customers and suppliers. New product development process is a value invention strategy that 
needed actors to invest in specific assets that dedicated to the relationship (Ghosh & John, 1999), 
therefore developing a close relationship characterized by commitment and long-term 
perspective. The company’s marketing strategy and level of specific investments can be considered 
as two important factors impacting whether the customers involvement will take place or not. 
Furthermore, the company’s marketing strategy is likely to impact the level of specific 
investment(Haugland, Grønhaug, & Hammervoll, 2011). 
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Conceptual Framework and Methodology 
 
Figure 2. Conceptual Framework 
 
The conceptual framework used in this research for planning what to and for approaches to the 
certain situation. The aim of this research is to find the right new product concept that suited with 
GRAN. target market. In this research start with identifying problem in GRAN. company, which is 
minimum capital, the incompatibility GRAN. product with target market, and lack of human 
resources in the company. The researcher will focus on problem of the incompatibility GRAN. 
product with target market, because this problem is the most dominant problem in the company 
among the other problems. This problem will solved by making new product differentiation with 
using New Product Development Process by Pearson. The step that will be done in this research is 
only step 3, which Concept Development and Testing. Step of Idea Generation and Idea Screening 
has been done by the company when starting the company in January 2016. In this research will 
make the implementation planning for short term and long term planning. The short term 
planning will include the implementation of the result of Concept Development and Testing. For 
the medium and long term planning will be done to do the next step in New Product Process by 
Pearson starting from Marketing Strategy until the last step, which are Commercialization. 
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Findings and Argument 
 
Researcher given questionnaire to 32 respondents of customer who have bought GRAN. product 
that suited target market of GRAN. company.  
 
Characteristic Behavior of GRAN. Customers 
 
Table 1  Result of Character Behavior of GRAN. Customers 
 
Personal Information Respondent of this questionnaire is woman college student age 
about 18th-23th years old that lives in Bandung and Jakarta. 
Mostly have income >Rp 2.000.000 
How important looks 
for respondents 
17 from 32 people choose Very Important 
14 from 32 people choose Important 
Things considered in 
wearing bag 
20 from 32 people choose a bag based on the event attended and 
based on the outfit they wear. 
Times in a week for 
change bag(s) 
43.8% of 32 people choose 2-3 times change their bag in a week.  
Reason that make 
decision to buy new 
bag(s) 
34.4% of 32 people buy new bag(s) because they want to add new 
collection. 
Things that must be 
in the bag 
1. Wallet 
2. Make up 
3. Headset/Headphone 
 
According to the table above, the characteristic behavior of GRAN. customers that suited GRAN. 
target market, which is woman college students age about 18th until 23 years old that live in 
Bandung and Jakarta City, have average income above 2 million rupiah. Most of them also assume 
that the appearance for them is an important things. The most of respondents consider to choose 
a bag based on the event attended and based on the outfit they wear. Reason that make the 
respondents decide to buy new bag is mostly because they want to add new collection. The things 
that must be in their bag is wallet, make up, and headset or headphone. 
 
New Product that Suited GRAN. Target Market 
Based on concept generation generate the design illustration. The design illustration create 
according with the result in questionnaire about their preferences in concept. Figure below is the 
illustration design based on concept generation that has been done. 
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Figure3Front 
Look of New Bag Concept 
 
 
Figure 4  Inner of New Bag Concept 
 
Table3 Attributes Preferred by Customers 
Type of Bag Tote Bag 
Size of Bag (l x w x h) 28 x 6 x 30cm (Medium) 
Material of Bag Synthetic Leather 
Type of Color 1 Type 
Type of Label Emboss 
Main Function of Bag Load lots of stuff 
 
The table above is the criteria that preferred by the respondent that obtained from the 
questionnaire that spread to the customer who have bought the product that suited target 
market of GRAN. company. 
 
Implementation Plan 
Based on the solution, which is already explained in the previous chapter, the researcher then 
determine the future action plan in implementation the solution. The timeline presented below 
consist of short term plan and long term plan for GRAN. Company 
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Table 4  Short Term Plan of GRAN. Company 
 Content September  October  November 
W1 W2 W3 W4 W1 W2 W3 W4 W1 W2 W3 W4 
M
ar
ke
ti
ng
 
Planning 
Marketing 
Strategy  
            
Bu
si
ne
ss
 
An
al
ys
is
 
Financial 
Forecasting 
            
Market 
Analysis 
            
Pr
od
uc
t 
D
ev
el
op
m
en
t 
Collecting Raw 
Material 
            
Prototype             
Assembly Mass 
Production 
            
Te
st
 M
ar
ke
ti
ng
 Test the new 
product to the 
market by 
implementing 
marketing 
strategy 
            
Co
m
m
er
ci
al
iz
at
io
n 
Launching of 
New Product 
            
Join Exhibition             
Consignment 
Store Deal 
            
Instagram and 
Facebook– 
Content 
Posting 
            
Photo / Video-
shoot 
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Endorsement 
Deal with 
Selebgram 
            
 
Long Term Plan 
The long term plan need to be done for GRAN. company to do a plan that cannot be done in a 
short time because of limited resources owned by the company. The long term plan that will be 
done by GRAN. company are listed in the table below: 
 
Table 5Long Term Plan of GRAN. Company 
Activities Implementation Plan 
Looking for source funding September 2017 – December 2017 
Attending workshop and seminar for the 
owners 
September 2017 – December 2017 
Hire new employee January 2018 
Have official webstore January 2018 
Have official store July 2018 
Has its own production site January 2019 
 
Resources Requirement Planning 
To execute the action plan, the researcher need to list the resources requirement planning and do 
budgeting. The resources requirement including of requirement for short term plan and also long 
term plan.   
 
Table 6 Resources Requirement 
No Needs Quantity Budget 
1 Prototype 1-2 bag(s) Rp 200.000 
2 Mass Production 72 bags Rp 3.600.000 
3 Advertisement in Instagram and 
Facebook 
2 times  Rp 500.000 
4 Photo / Video-Shoot 2 times Rp 1.000.000 
5 Endorsement 3 times Rp 3.000.000 
6 Product Launching 1 times Rp 1.000.000 
7 Exhibition 3 times Rp 6.000.000 
8 New employee 2 person @1 month Rp 2.000.000 
9 Open website 1 times Rp 1.000.000 
7 Open Official Store @1 year Rp 10.000.000 
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